Applying social network theory to family business, founder centrality has been generally shown to 19 positively affect top-management-team congruence and, as a consequence, firm performance. This study applies social network and strategic leadership theory to an examination of founder centrality in 21 family businesses. It focuses on family businesses in Kenya, and examines the impact of the founder's influence on management team congruence in the three strategic areas of culture, vision, and goals.
Introduction
The goal of this study is to contribute to the understanding of the interplay in family firms, 31 founder influence, management team (MT) behavior, and business performance in the high power distance, high collectivist culture common in many developing countries such as 33 Kenya. Using concepts from social network theory and strategic leadership theory, the study will examine the proposition that high levels of founder influence in a family business 35 lead to high levels of integration of the MT, which in turn lead to superior firm performance. In addition, using research data from Kenya, the relevance of Western models, such as 37 In this study, the strategic leadership perspective is extended to the family business 1 to investigate the impact of the MT members on the firm's performance. The collective dynamic of the MT is viewed as having a direct impact on the direction and performance 3 of the firm (Ensley et al., 2005) . The present study moves the discussion beyond previous strategic leadership studies on MT demographics, education, gender, and functional back-5 ground (Pettigrew, 1992) by adding the methodology of social networks analysis to track patterns of leader influence on the group. In doing so, we hope to gain insight into the social 7 interactions of the MT and how the MT's congruence affects family firm performance. This is a complementary approach to Hambrick's (2005) recent work on strategic decision mak-9 ing and leader behavior, which puts more emphasis on the leader's role in forming group interaction.
11
Given the importance of the MT to the long-term survival of the family firm, it is imperative managers and researchers understand the relationship between the leader's role, the 13 MT social networks, and ultimately firm performance. Research has shown that environmental constraints make it extremely difficult for any one manager on her/his own to be 15 responsible for decision making (Finkelstein and Hambrick, 1996; Lawrence and Lorsch, 1967) . Strategy making is a shared activity in a majority of organizations (Finkelstein, 1992; 17 Hambrick, 1986; Thompson, 1967) , and the leader can enrich the quality of this activity by fully utilizing the MT members' knowledge. 
The family business
There are many definitions of "family business" (Cliff and Jennings, 2005) . For this study, 21 a family business is defined as one that meets three criteria. First, there is significant family ownership, in that the family owns all or a controlling share of the firm. Second, there is sig-23 nificant family involvement in management. Third, ownership and leadership are expected to pass to future family generations.
25
How family firms differ from entrepreneurial or professionally managed firms has been a concern of studies that have focused on family businesses (Bird et al., 2002) . Some studies 27 question whether there are significant differences (Chua et al., 1999) . However, many find that family firms differ from non-family firms in key areas (Aldrich and Cliff, 2003) . These 29 firms differ in terms of patterns of influence, organizational climate, and organizational processes (Hoover and Hoover, 1999) . Family-owned businesses generally tend to operate 31 under a system of "informal work contracts" between the generations. One of the differences in family business, and a premise upon which this article is based, is that the role of social 33 relations is very prominent and influential in family business. This is well documented in the research (Chrisman, Chua and Sharma, 2003) .
35
These socially-based contracts are also trust-based and are generally understood in terms of long-term reciprocity. This can lead to the determination family firms have a more 37 conservative attitude toward the business (Carlock and Ward, 2001) . For example, a founder who is approaching his or her retirement years may step aside as the head of the firm, while 39 at the same time insist his son or daughter run the firm in such a way as to protect his or her retirement income in the firm. Family firms also may not have wealth maximization as their primary goal, they may 1 focus on other social goals such as family employment or funding family education (Sharma et al., 1997) . The research suggests the role of social influence and networks is even more 3 pronounced in the family business than in non-family businesses.
Applying strategic leadership theory to family business, MTs presents a few challenges 5 (Chrisman, Chua and Litz, 2003) . When we consider the MT of a family business we are usually looking at a relatively small group of managers, perhaps four to 10, including 7 the founder. This is especially true of the Kenyan firms in this study. In addition, the MT in a family business typically consists of family and non-family members. As such, the 9 group dynamic of a smaller MT with family member participation may be different from a TMT in a larger or non-family firm. In particular, we expect the influence of the founder
11
on MT congruence will be more pronounced, in part because of the leadership and influence the founder exerts on both the family and the business (Harvey and Evans, 1994) .
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There is also the issue of size. A leader in a smaller group can have a greater influence on the group. 
Founder centrality
The founder plays a strategic role in businesses in general (Gersick et al., 1997; Chandler 17 and Hank, 1994) and in family businesses in particular (Kelly et al., 2000) . This founder role includes forming the culture, defining and articulating a vision, and formulating strategic 19 goals (Klein et al., 2005; Schein, 1983) . The strategic management literature has studied the role of the founder in entrepreneurial firms (Eisenhardt, 1989; Mintzberg and Waters, 21 1982 ). However, the family firm literature has just begun to consider the link between founder behavior and the strategy of the firm, particularly as it is filtered through the behavior of 23 the MT (Nordqvist, 2005; Dyer, 2003) . In this study, we explore the role of the founder in a developing economy's family businesses, using strategic leadership theory with the social 25 networks concepts of centrality and congruence to understand the founder's influence on strategic behavior such as the MT's approach to culture, vision, and goals (Aldrich and Cliff, 27 2003). Founder centrality refers to the founder's key role in influencing the MT (Hambrick 29 et al., 2005) . We study how founder centrality affects the MT's congruence (Ibarra, 1992) , where congruence is understood as the degree of similarity among MT members in their need in the family business to accommodate family and community objectives, and these are often paramount goals and objectives of the founder.
Founder centrality and MT congruence
1 Social network analysis (SNA) studies the underlying patterns driving people's social interaction. SNA research has looked at issues such as power in organizations (Brass and 3 Burkhardt, 1992; Ibarra and Andrews, 1993) , career advancement (Burt, 2003) , and job satisfaction and job performance (Shaw, 1964) . SNA suggests social processes produce 5 important patterns of shared recognition among members of the same social group (Ibarra, 1992) . In the family business context, social interactions among members of the MT create 7 shared learning (Adler and Kwon 2002) . The family as a social unit is an important consideration in these firms' MT network (Ensley et al., 2005) . Family members will typically 9 interact differently and will sway strategy toward family goals. Our study further extends this social network literature into the behavior of the founder and the family firm's MT,
11
building on recent studies (Inkpen and Tsang, 2005; Collins, 2003) . We suggest these social processes and network affect the performance of the firm (Baker, 2000) .
13
Social capital for a family business in this study refers to the collective value of the internal social networks and the inclinations that arise from these networks from the pro-
15
cesses of give-and-take of information and the collective action that derives from the level of congruence of the MT (Brass, 2003) . The tight social networks in a business resulting 17 from family ties can both create or destroy value for the firm (Laere and Heene, 2003) .
Specifically, this study uses the notion of centrality, which is a path-based concept in
19
SNA (Ibarra, 1993) . We use degree of centrality, which counts the number of people any given member of the group is connected to. We use nodes to designate actors in a network. In 21 these cases, individual members of the MT (including the founder) are each a node, so degree centrality counts the number of nodes adjacent to a particular node. Centrality is correlated
23
with many different factors in the group. For example, people with high group centrality tend to have higher power and influence on the group (Coleman, 1988) . Centrality dimensions 25 have a significant foundation in social network theory and have been used extensively in management research (Florin et al., 2003) . In this study, we look at the centrality of one 27 particular member of the group, the founder, and the effect of his or her centrality on the views and behavior of the MT.
29
Founder influence on strategy in this study concerns the organization's ability to assess or reassess its mission, goals, resources, culture, and commitment to a strategic vision in 31 light of the external environment (Carpenter and Fredrickson, 2001) . There is evidence the personality, values, and beliefs of the founding generation inevitably influence the corporate 33 culture of family businesses (Harvey and Evans, 1994) . Kelly et al. (2000) proposed and empirically demonstrated (Athanassiou et al., 2002 ) that founder centrality is critical to the 35 strategy process in family firms. This present study assumes, on the basis of the studies mentioned, that founder centrality influences the organization's vision, culture, goals, and 37 performance.
The founder centrality concept views the founder and managers who make up the MT of 39 a family business as a social network (Perry- Smith and Shalley, 2003; Aldrich et al., 1987) . This network includes managers who belong to the founder's family and also non-family 41 professional managers hired for a particular role (Anderson and Jack, 2002) . The structural position of the founder in the family firm's MT network defines the extent to which the founder is central in the group communication and decision process (Burt, 2003) . High 1 founder centrality exists when members of the MT network seek advice more from the founder than from any other manager before making strategy decisions (Wasserman and 3 Faust, 1994) . Thus, the founder's role in the MT is reflected in his or her centrality in the network (Cooper, 2001) . As leaders, family members may prove to be formidable figures 
Relationship of founder centrality to MT congruence
Based on the foregoing discussion, the following hypotheses are proposed concerning 9 founder influence on MT congruence in the areas of perceptions of firm culture and strategic vision, as well as commitment to the firm's strategic goals:
11

H1
.1: Founder centrality is postively related to congruence among the MT regarding perception of the firm's culture.
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H1.2:
Founder centrality is positively related to congruence among the MT regarding perception of the firm's strategic vision.
15
H1.3:
Founder centrality is postively related to congruence among the MT regarding commitment to the firm's strategic goals. 
Founder centrality, MT congruence and firm performance
The extent to which MT members are committed to the firm's culture, vision, and goals
19
depends on how the founder initiated and guided the strategy process in the firm (Westphal, 1999) . Recent research on MT consensus and effective strategy making suggests that the 21 social process is key to attaining commitment and congruence (Shaw et al., 2005; Chattopadhay et al., 1999) and that the results of the social process affect firm performance 23 (Boone et al., 2005; Miller et al., 1998) . Previous research demonstrates firm performance outcomes can be affected by the 25 founder's role in the MT (Jayaraman et al., 2000; Daily and Dalton, 1992; Hornsby et al., 2002; Gulati et al., 2000) . The strategic leadership literature suggests there are prob-
27
lems when there is a lack of MT congruence, which can detract from the thoroughness and effectiveness of the strategy process (Boone et al., 2004; Knight et al., 1999; Miller et al., 29 1998) . If founder influence is high, ownership and control of family firms are often concen-31 trated, and members of the family are usually found in the dominant coalition; making the MT a homogeneous team. In this context, Demsetz and Lehn (1985) argued that the concen- create value for owners of family firms (Harvey, 1999b) . Harvey (1999a) observed "the key features of the family system that usually have the greatest influence on the operation of the 39 firm are implicit, social ties among the family members." Typically, these social ties lead 1 teams to engage in more frequent and less formal communication, which Smith et al. (1994) found to be more effective and typical among family members. Also, family members know 3 each other very well and therefore, can draw on one another's expertise to apply it when and where it is needed.
5
Based on the foregoing, the following hypotheses are proposed concerning founder influence on firm performance derived from founder centrality with respect to perceptions 7 of firm culture and strategic vision, as well as commitment to the firm's strategic goals: H2.1: Founder centrality with respect to firm culture will be positively related to organiza-9 tional performance.
H2.2:
Founder centrality with respect to strategic vision will be positively related to orga-11 nizational performance.
H2.3:
Founder centrality with respect to commitment to firm goals will be positively related 13 to organizational performance.
MT congruence and firm performance
15
A recent study by Mooney (2000) focusing on congruence in MTs described antecedents to conflict during decision making and the importance of MT integration, a term used in 17 recent studies with a meaning similar to congruence. Another study by Li and Zhang (2002) studied founding team comprehension and MT integration in new technology ventures in
19
China. Finally, Simsek et al. (2005) , looked at modeling the multilevel determinants of MT behavior integration. All of these studies affirm the positive influence of MT integration 21 on performance. However, it should be noted none of these studies was done on family businesses.
23
The following hypotheses were proposed to determine the application of the aforementioned research to the relationship of MT congruence and firm performance in family 25 businesses, and in particular to family businesses in a developing country.
H3.1:
In family firms, the congruence of MT perceptions of the firm's culture will be 27 positively related to organizational performance.
H3.2:
In family firms, the congruence of MT perceptions of the firm's strategic vision will 29 be positively related to organizational performance.
H3.3:
In family firms, the congruence of MT commitment to the firm's strategic goals will 31 be positively related to organizational performance. To use this methodology effectively, it is essential to capture 100 percent of the MT responses to be able to set up a reciprocal matrix with each respondent's rating. Data from 5 16 of the 61 respondents was incomplete and therefore these 16 respondents had to be discarded.
Methodology
7
The average number of employees in the family businesses was 65 and the businesses had average annual revenue of $35 million. The average age of the family firms was 17 9 years.
The majority of the founders in this study are from the Kikuyu tribe (87%) and there were 11 also founders who were Kenyans of Indian descent (13%). We did not analyze differences according to these ethnic backgrounds, and this could be a variable of interest in further 13 work on Kenyan top founders and top management teams.
Measures
15
Founder centrality. With data from the founders and the MT members, an individual founder centrality score was calculated using the social network degree centrality measure 17 (Freeman, 1979) . Centrality degree is the count of the number of ties to other actors in the network and the eigenvalue distance from one actor to another in the network.
19
UCINET software was used to capture the degree of influence of the founder on the MT. We derived a separate founder centrality score for each of the network themes: perceptions of 21 culture and strategic vision, as well as commitment to strategic goals. The types of questions that were asked on the instrument are described in the following paragraphs.
23
First, the founder/CEO was asked to list his or her own name as Item Number 1, and then to list and identify the members of the MT by name as Items 2 through 7, based on 25 the following question, and also to indicate which members of the MT were also family members:
27
Please list your team of top managers. These are the managers who make up the close group within your company on whom you rely to 29 make company-wide strategic decisions on an ongoing basis. These are decisions made formally or informally and may include major adminis-31 trative choices (such as reward systems and structure) as well as business domain (such as products, services, geography) and competitive 33 choices.
The first question was followed by specific questions about perceptions of firm culture, 35 perceptions of strategic vision, and commitment to strategic goals. The founder/CEO was to rate the degree of similarity in perceptions and commitment of each member of the MT to 37 those of the founder/CEO, using a five-point scale from "Not at all similar" to "Extremely similar." An example of the question format follows:
39
Corporate culture refers to a company's values, beliefs, traditions, operating style, and internal work environment. Once the founder answered these questions, the same survey was supplied to the MT 3 members designated by the found/CEO, with the names of the MT members, including the founder/CEO, now listed with each question. Each MT member was asked to rate levels of 5 similarity in the perceptions of firm culture, perceptions of strategic vision, and commitment to strategic goals of each of the other MT members, including the founder/CEO. Each 7 member's questionnaire was self-contained and no individual responses were to be revealed to any other respondent.
9
MT congruence. The concept of individual centrality has a group equivalent, which is called centralization. Centralization refers to the extent to which the group is focused around one 11 node. In this research, the most central node is the founder. The SNA concept of centralization corresponds, for the purposes of this study, with the idea of MT congruence (Leanna and 13 Van Buren, 1999) . We use MT congruence to denote the degree of similarity among MT members with respect to their perceptions of firm culture and strategic vision, as well as 15 their commitment to the strategic goals of the firm. Each of these themes, perception or commitment, implies its own social network and, as a consequence, can be assigned a 17 unique group centralization score. In this study, we are not aggregating these scores because social network methodol-
19
ogy treats each as a distinct network with its own properties (Coleman, 2003) . Therefore, references to MT congruence must specify which aspect we are looking at: perception of 21 culture, perception of vision, or commitment to goals. We use perception of culture and vision because this allows us to evaluate the degree of similarity among MT members 23 without having to define or ascertain the actual content of the vision or culture of the firm (Denison et al., 2004) . We treat vision and culture in the family business like a "black box,"
25 not knowable for the purposes of this study. At the same time, we can determine how united or congruent the team is with respect to these issues (Mullen and Copper, 1994) . Recent 27 research on MTs has used the aggregate term "behavioral integration" to refer to a concept very similar to these specific group measures of congruence (Zeki et al., 2005; Simsek 29 et al., 2005; Hambrick, 1995 distance from one member to another in their perceptions of culture and vision, as well as 1 commitment to goals. Centralization is the difference between the number of links for each node divided by the maximum possible sum of differences. A centralized network will have 3 many of its links distributed around one or a few nodes, while a decentralized network is one in which there is little variation between the number of links each node possesses.
5
We measured centralization for each network separately, which yields a centralization or group congruence measure for each network according to the issue. The MT includes the 7 CEO/founder. The questions used for this centralization measure were the same as those used for founder centrality. The difference between the two is that one is an individual 9 centrality measure (founder centrality) and the other is a group measure of centralization (MT centralization). However, both are derived from the same matrix of values constructed 11 from the answers to the types of questions described above.
Performance. In family firms, other measures may be important in evaluating successful For this research, we looked at performance in terms of financial, social, and family 19 goals, and asked the founders to rate their relative performance on these goals. Relative in some cases meant relative to their competitors and in other cases relative referred to a 21 relationship with their own stated goals. There is a clear tradition in strategic management, whether one is looking at subsidiary performance or non-publicly traded firms to look at 23 non-objective measures of performance (Dess and Robinson, 1984) . If this were not the case, researchers would be unable to effectively study subsidiaries or non-publicly traded firms,
25
which would exclude important units of economic analysis. In the context of developing countries, asking for self-report of objective earnings figures would most likely lead to 27 misleading information because of the lack of transparency in these countries regarding tax and disclosure issues.
29
We drew data from the founder on each firm's financial performance (relative to their industry and relative to their own goals) and social and family-oriented performance relative 31 to articulated or implied goals. Only the founder's perceptions were used as a dependent variable, although the independent variables included group measures to minimize common 33 method variance.
Control Variables. Finally, we controlled for company size (measured in terms of the 35 logarithm of the annual revenue of the firm) to make sure it was not the firm size that was affecting the leadership influence on the management team and performance. Table 1 provides the means, standard deviations, and correlations for the study variables.
Results
39
Regression results for the test hypotheses are presented in Tables 3 and 4 . Regression used was simple linear regression.
12 L. Kelly, P. M. Lewa & K. Kamaria Hypothesis 1 states founder centrality will have a positive relationship with MT con-1 gruence around culture, vision and goals. To test this hypothesis, we ran three regressions, each with control variables for firm size and founder years of tenure, for the three versions 3 of the dependent variable of centralization of the MT for issues of culture, vision and goals. Table 2 summarizes the results of the regression of the three founder centrality measures on Hypothesis 2 states founder centrality will be positively related to organizational perfor-7 mance. Table 3 summarizes the results from the regression of the founder centrality on four family firm performance measures -(1) financial relative to industry, (2) financial relative 9 to firm goals, (3) social relative to goals, and (4) family-oriented relative to goals -that were used to test Hypotheses 2.1-2.3. These were four separate simple linear regressions,
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with founder degree centrality being regressed on four different performance measures with a control for firm size.
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Support was not found for Hypothesis 2.1, which posits the degree of founder centrality in perception of firm culture has a positive relationship to financial performance relative to 15 industry (R 2 = 0.331, p = 0.01), financial performance relative to goals (R 2 = 0.211, p = 0.05), performance in terms of corporate social responsibility (R 2 = 0.325, p = 0.001), 17 and performance relative to family goals (R 2 = 0.475, p = 0.015). The relationships were significant but negative.
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Similarly, support was not found for Hypothesis 2.2 regarding the relationship of founder degree of centrality in commitment to vision and its relationship to financial performance 21 relative to industry (R 2 = 0.566, p = 0.05), financial performance relative to goals (R 2 = 0.221, p = 0.01), performance in term of corporate social responsibility (R 2 = 0.419, p = 23 0.05), and performance relative to family goals (R 2 = 0.018, p = 0.01). Hypothesis 2.3 was also not supported. Instead, it was shown that the relationship is negative between the degree 25 of founder centrality in the commitment to firm goals and financial performance relative to industry (R 2 = 0.214, p = 0.01), financial performance relative to goals (R 2 = 0.082, p = 27 0.05), performance in terms of corporate social responsibility (R 2 = 0.161, p = 0.01), and performance relative to family goals (R 2 = 0.379, p = .05). Therefore, founder centrality 29 in Kenyan family firms has a consistently negative relationship to organization performance in the measures described above. Support was also found for Hypothesis 3.2 which demonstrates the positive relationship between MT congruence and financial performance relative to industry (R 2 = 0.556, p = 11 0.05), financial performance relative to goals (R 2 = 0.221, p = 0.01), performance in terms of corporate social responsibility (R 2 = 0.419, p = 0.01), and performance relative 
Finally, Hypothesis 3.3, which argues the degree of MT congruence is positively related 1 to financial performance relative to industry (R 2 = 0.224, p = 0.01), financial performance relative to goals (R 2 = 0.092, p = 0.05), performance in terms of corporate 3 social responsibility (R 2 = 0.151, p = 0.01), and performance relative to family goals (R 2 = 0.369, p = 0.05), was also supported. So MT congruence has a positive relationship 5 with performance outcomes. 
Discussion
Overview
Based on previous findings (Athanassiou et al., 2002) , we anticipated that high founder performance was positive, there appears to be a negative relationship between founder centrality and group congruence and a similarly negative influence of the founder centrality 3 on firm performance. This appears to contradict previous data and findings in the Mexican context (Athanassiou et al., 2002) and the authors suggest further study, particulary in the 5 sub-Saharan context. These results suggest under certain circumstances, founder centrality can work as a negative factor with respect to performance in spite of the conventional 7 expectation of a positive relationship between high founder centrality and MT congruence (Trulsson, 2002 ). 
"Excessive" founder centrality?
According to Hofstede's (2001) model of national cultural differences, Kenya rates very 11 high in power distance (64) and low in individualism (27) (O'Driscoll et al., 2003; Hofstede, 1980a ). We will examine whether this cultural pattern in Kenya could account
13
for the unexpected results with respect to the relationship of founder centrality and MT congruence to performance in Kenyan family firms. In other words, if a disproportionate 15 amount of power is centralized in the founder (Huy, 2001; Okpala and Jonsson, 2002) congruence not supported in the research data. Power distance is defined as the extent to which the less powerful members of institutions and organizations expect and accept that 5 power is distributed unequally (Hofstede, 2001 ). According to the managers, if MT members go to the founder for information and advice, it is probably because the founder is revered, respected, and feared for cultural reasons, not because they necessarily value his or her business judgment. MT members feel they cannot openly contradict or question any of the 9 founder's ideas. Consequently, differing perceptions are not aired openly, and the process of dialogue and discussion that could lead to a greater strategic buy-in by top managers gets ence with respect to strategic issues. This blocking process, similar to the phenomenon of executive silence (Morrison and Milliken, 2000) , could have a negative impact on organizations in addition to their MT role in the family firm. These competing priorities can dilute their ability to pull together as a team in the family firm (Harvey et al., 2002) .
29
The present research suggests founder centrality has a significant negative effect on MT congruence and decision making in Kenyan family firms. However, MT congruence does 31 have a significant positive effect on the family firm's attainment of goals relating to financial, social, and family-welfare performance (Renzulli et al., 2000; Garguilo and Benassi, 2000; 33 Gudmundson et al., 1999) . Thus, the study confirms prior research (Ancona and Caldwell, 1992) suggesting the MT functions as a social network and the dynamic among members 35 affects performance. Clearly, founders are important in shaping the strategic behavior of the MT. Our findings should help family business researchers and practitioners study developing 37 countries to understand how founders influence MT's key strategic dimensions, and how this may impact various performance objectives and outcomes (Hall et al., 2001) . 39 Schein (1983) suggested founders "have a major impact in how the (organization) solves its external survival and internal integration problems." We argue that family founders 41 have a significantly influential role in the development and ongoing maintenance of an organization's vision and culture. Among Kenyan firms, these founders are instrumental in 43 the definition of organizational objectives, the establishment of corporate cultural norms, 1 and the setting of strategy. However, owing to some effects of very high collectivism and power distance, the Kenyan family business founder leadership style appears to have had a 3 negative effect on MT congruence and ultimately firm performance. This research confirms that an exaggerated founder centrality negatively impacts firm performance in the Kenyan 5 family firm context.
Further research exploring the context of environmental uncertainty would likely provide 7 greater insight into the optimal level of founder centrality in the Kenyan family firm context and in those of other developing countries (Galbraith, 1973) . Finally, this paper integrates the social network perspective with the family business literature. Kenyan cases of perhaps imposed congruence could be typical of MT exchanges 11 in high power distance and highly collectivist cultures. This research demonstrates how founder centrality manifests itself in a non-Western style of leadership that is valued and 13 found in many developing nations. We could characterize this excessive founder centrality as a form of paternalism found within some developing countries. These results also emphasize 15 the importance of MT congruence to the success of the strategy process (Pegels et al., 2000) and to the achievement of performance goals, even taking into consideration the negative 17 effects of founder centrality.
Practical applications
19
These findings also suggest that the organizational culture of family firms may be more readily influenced than previously believed, and the social influence process (Bunderson, 21 2003; Jenssen and Greve, 2002; Rindova and Fombrun, 1999) significantly affects that strategy.
23
Family businesses are complex entities with specific challenges. The context of a developing country with its own cultural imperatives adds to the difficulty of maintaining equilib-25 rium between business and family demands. We have shown that a level of founder centrality enhanced by local traditions and cultural values can have a negative influence on the family 27 firm. This negative influence might be mitigated if founders/CEOs could be made aware of the counterproductive influence of cultural values such as collectivism and power distance.
29
Both founders/CEOs and managers would have to be trained, for the benefit of the firm, to fully engage in an open and free exchange of ideas and not to concede to a forced consen-31 sus based on pleasing the founder. The goal would be a true MT congruence achieved and motivated by the free exchange of ideas that leads to higher-order solutions.
33
The study particularly shows practitioners in family firms in developing countries need to pay particular attention to the role of culture and how it affects MT collaboration, information 35 sharing, and congruence in their joint decision-making. Many developing countries have the high power distance/high collectivism. Therefore, the findings in Kenya may in fact be 37 relevant to many other developing country contexts.
One approach to achieving change might be the use of multicultural leadership training 39 to expose top managers in family firms in developing countries to variant MT models that allow for greater flexibility and range of options for these leaders and managers. This could avoid the pitfalls of the enforced congruence that is more for show than a true reflection of the strategic reasoning and perspectives of the members. 
Limitations and areas of further investigation
Some of the limitations of the study include the focus only on small and medium-sized 7 family businesses. In Kenya, there are some compelling examples of large companies run by families, such as Sameer, Nakumatt, Bidco Oil Refineries, I&M and Brookside Dairies. It would be intriguing to see if the same dynamic is playing out in these larger family firms. One would think the managers in these larger family firms would have been exposed to 11 more education and training, and therefore, would have a larger repertoire of leadership and interaction skills with the top management team, a leadership style that would not be strictly 13 limited by the cultural model of Kenya.
In this research, we focused on founder centrality and its effect on MT congruence 15 and firm performance. We assumed the founder/CEO had the highest level of individual centrality. However, it should be noted there are situations where a manager other than 17 the founder could have the highest centrality and therefore, the greatest effect on group congruence. It would not be overly difficult to test if there were other members of the top 19 management team with a higher-level centrality and determine whether this had a different effect on the relationship with performance and MT congruence. A related question would 21 be whether those firms in which the founder is most central perform better than those in which another manager is more central. Also, all of the data is based on self-report and 23 therefore, is subject to biases. We also did not distinguish family businesses by industry or business type. It would 25 be of interest to look at different industries, in particular those that have a higher level of environmental turbulence, dynamism, or munificence, to see the different effects of founder 27 centrality. Specifically, in those more dynamic or high-turbulence industries, we would expect a more negative impact of founder centrality.
29
In a more dynamic environment, it is especially imperative that the CEO is open to the diverse perspecitves among the MT and that the members of the MT engage in divergent 31 thinking derived from their own large and diverse social network.
Another limitation is the study was strictly cross-sectional in nature. It would be inter-
33
esting to see how the dynamic of founder centrality and its effect on congruence and performance played out over time. Does the lifecycle of these firms or the stage of life of the 35 founder influence how this dynamically changes over time? It would also be interesting to look at the second or third generations of family businesses, and not just those run by the 37 founder.
The conclusions of this research may be applicable to other developing countries, espe-39 cially those with higher power distance and collectivist cultures. However, we would caution that developing countries differ significantly in terms of their stage of development.
We can perhaps say that the Kenya sample will be similar to other East African coun-1 tries such as Ethiopia, Tanzania and Zambia. Hofstede (1980b) grouped these countries together with Kenya because they have similar cultural characteristics. Kenya, however, is 3 at a higher stage of economic development than most of the other African continent countries, so we cannot generalize these findings to African family business management teams in 5 general.
